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Abstract
Gaming industry is gaining increasing attention nowadays. More and more countries plan to legalize
gambling. Casino operators invest multi millions of dollars when they open integrated resorts. Many integrated
resorts target convention and exhibition travelers instead of solely gambling leisure travelers. However, relatively
few studies have examined convention attendees. Moreover, no previous research has focused on examining
convention attendees’ perceptions towards facilities in integrated resort when attending conventions. This study was
designed to fill this gap. Integrated resorts in Macau was the case in point for our assessment and data collection.
The results indicate that convention attendees tend to have positive attitudes towards shopping facilities. Marketers
can emphasize more on shopping facilities within the integrated resorts in order to attract more businesses. In
addition, this study assesses the attendees based on nationality. Results indicate that Chinese convention attendees
tend to be more positive towards the integrated resort concept when compared to other Asian and Non Asian
attendees.
Keywords: Integrated Resorts, convention attendees, MICE, gambling, Macao
Introduction
The gaming industry is gaining increasing attention around the world. There are more than 4000 land based
casinos in the world (World-Casino-Directory 2009). Many countries begin to consider legalized gambling activities.
Several countries in Asia already legalized certain gaming activities including Singapore, Japan, South Korea,
Malaysia, India, China (Macao and Hong Kong). In fact, the Asia-Pacific casinos and gaming sector grew by 12.5%
in 2008 and reach $92.4 billion in value (Datamonitor 2009). The Asia-Pacific casinos and gaming sector is
forecasted to reach $157.3 billion in value by 2013, an increase of 70.3% over 2008 (Datamonitor 2009). Currently,
Macao and Hong Kong dominate the Asia-Pacific casinos and gaming sector at 51.1% of the total market, with
Japan as second with 16.2% (Datamonitor 2009).
Casino operators traditionally target the leisure travelers whose primary motivation for the trip is gambling
(Fenich and Hashimoto 2004). However, casino operators also learned from the history of Las Vegas and Atlantic
City that convention and exhibition travelers could also be a very profitable segment complementing the gaming
leisure travelers (Fenich and Hashimoto 2004). More countries have therefore started to consider legalizing gaming
with tourism and convention and exhibition industries as supporting sectors. The goal is to attract more visitors to
the destination and reap more economic benefits. “Many existing casino operators have been adding, expanding, or
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renovating their convention/meeting space” (Fenich and Hashimoto 2004), p 71. Casino operators have invested
billions of dollars in the MICE facilities. However, surprisingly a review of previous studies has indicated that not
many studies have been conducted in this field. If a destination aspires to have a successful MICE industry, it is
essential to have an in depth understanding about the phenomenon – casinos embracing conventions or exhibitions
concept (Fenich and Hashimoto 2004). This can be achieved by understanding the behavior of convention attendees.
Casino embracing conventions and exhibitions concept
Las Vegas started as a gaming city with its majority of visitors traveling there for gambling. Casinos
operators decided to target convention/meeting businesses and the casino embracing conventions and exhibitions
concept became popular in the mid -1990s (Fenich and Hashimoto, 2004) as gaming destinations realizes that the
MICE market can be a feasible complementary source of income. Ever since, casino operators started to expand
their facilities by adding large meeting and exhibition spaces. The term “Integrated Resort” has become popular
since the Singaporean Government liberalized their casino licenses and indicated that they want more than just a
casino. Singapore envisioned integrated resorts with facilities such as hotels, theatres, convention centres, theme
parks, museums, retail, and food and beverage in addition to a casino (MacDonald & Eadington, 2008). The goal
was to attract visitors to come to Singapore not just for gambling but also for other leisure travel experiences.
Macao, a special administrative region in China, has been known as the “Las Vegas of the East”. The
Macao government from the start has embraced the concept of combining the gaming industry with tourism,
convention and exhibition industries. Macao has been transformed from a casino monopoly market to the casino
liberalization market. Liberalization of Macao’s casino industry started in 2001. In 2002, Macao government has
announced gaming as the main industry with the tourism and MICE industries to be developed jointly. Since then,
international branded casino resorts such as Galaxy Starworld, MGM Grand, City of Dream and Venetian were
introduced in Macau. They were all built with large conventions or exhibition facilities. Therefore, it is paramount to
examine whether the integrated resort concept works with the convention attendees.
Macao has been successful in the gaming and tourism industry. Its gaming revenue surpassed the gaming
revenues of Las Vegas in 2007. In addition, visitor arrival has reached 22,907,724 in 2008 (Macau Tourism
Industry Net 2008). However, the MICE industry in Macao is still at its infant stage and is facing a lot of challenges.
Deficiencies have been identified with regard to both the hardware and software of the MICE industry in Macao . It
is very essential for the Macao government to have more accurate understanding of the MICE market. For example,
how do convention attendees perceive the integrated resorts? Are the convention attendees more attracted to go to
the destination when the destination has integrated resorts? Is it more attractive to the convention attendees when a
convention destination has entertainment facilities such as bars, lounges, and shopping facilities within the
integrated resorts? In addition, are there any differences among attendees from different parts of the world? To date,
no major studies have been conducted to answer these questions. An understanding of the attendees and their
perceptions towards the integrated resort concept will help governments to make strategic assessments and decisions
before they allow integrated resorts to be built in the destinations. This study therefore was designed to fill this gap.
Perceptions of MICE attendees
In conditioning consumer choice, perception is considered to be more important than reality. It has been
argued that mental images of products form the basis of the selection process to interpret information and to guide
consumer behavior as people act upon what they believe to be true (Bruner 1970; Spence and Engel 1970;
Papadopoulos 1993). Similarly in tourism literature, many scholars argue that mental images of tourist destinations
are essential in the tourist decision-making process, shaping the tourist flows of the world (Britton 1979; Stabler
1988; Williams and Palmer 1999). As Mayo and Jarvis (1981) argue, a traveler’s evaluation of a destination’s
position is based on perceived ability of the area to satisfy the travel needs of that individual. Therefore,
understanding of tourist perception is the beginning point to the knowledge of tourist decision-making process
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(Ateljevic 1997). Perception is influenced by two groups of factors (Berkman and Gilson 1978): the stimulus and the
personal response factors. The stimuli are basically the characteristics of the stimulus being perceived (e.g., color,
shape or texture) and are hence outer-directed. While on the other hand, personal response factors are internal and
are influence by individual interests, needs and motives, personality and social position.
To understand the correlation with motivation, perception is often explored in the form of image
(e.g.,(Baloglu and McCleary 1999). Destination image was defined as the expression of all knowledge, impressions,
prejudices and emotional thoughts an individual or group has of a particular object of place (Clawson and Vinson
1978). It has been widely accepted that image is formed by the reasoned and the emotional interpretation of the
consumer and as the consequence of two closely interrelated components, the perceptive/cognitive evaluation and
the affective appraisals (Baloglu and Brinberg 1997; Baloglu and McCleary 1999). It was found that the image of a
destination is highly related to touristic benefits sought (motivation). Motivation determine the image of a
destination before and after the visitation (Mill and Morrison 2002). In the destination choice process, images are
formed in relation to the motivations in a conscious or unconscious way (Moutinho 1987). The understanding of the
relationship between motivations and destination image could enhance both image and motivation theory (Pearce
1995).
Although destination images of convention cities have been included in conceptual models of site selection
process, and site selection process has extensively been studied (Bonn and Brand 1995; Oppermann 1996), the
empirical research has been very limited and all of them, to the best knowledge of the authors, has been focused on
meeting planners (e.g., (Baloglu and Love 2005) while the convention attendees have been largely left unexplored.
The first academic study of convention destination image was conducted by Oppermann (1996b). With data
collected from survey with 123 meeting planners, Oppermann identified a five-dimension perception: 1) service; 2)
cost; 3) image; 4) location; and 5) facilities. 30 convention destinations in the US were also evaluated with regard to
those perception factors. Baloglu and Love (2005) assessed and compared association meeting planners’ perception
as well as behavioral intentions for five major US convention cities through a mail survey with 153 meeting
planners. Study findings suggested that the association meeting planners had differentiated images and intentions for
convention cities.
Integrated Resort Concept
Integrated resort concept was not a new concept in the gaming world. As early as 1966, the Nevada
developer Jay Sarno opened the Caesars Palace in Las Vegas (MacDonlad & Eadington, 2008) and claimed to be the
first to establish the earliest form of integrated resort concept. He then opened the Circus Circus Casino in 1968
with a heavy family resort theme which transformed Las Vegas from purely gamblers market to a more diverse
family oriented market (MacDonlad & Eadington, 2008). The concept of expanding the market for Las Vegas
continued since the opening of Sarno. In 1989, Steve Wynn opened the Mirage in Las Vegas and invested a capital
cost of around US$630 million with a large sum of money for non gaming amenities(MacDonlad & Eadington,
2008). The integrated resort concept started to become more popular in the Las Vegas strip since the opening of
Mirage. The definition of integrated resort is defined as “a multi-billion dollar multi-dimensional resort that
includes a casino that takes up no more than 10% of the resort’s public floor space, but where the casino operators
generates at least US$300 million in gaming revenues ( MacDonlad & Eadington, 2008, p. 5-6). Casino floors
should be the engine of the resort in order to support the facilities like convention/exhibition centers, hotels and
shopping and entertainment facilities. Even though the integrated resort concept has been very common in Las
Vegas, a review of the previous literature found that no study has been conducted to the perception of integrated
resort from the convention attendees’ perspectives. Macao has more and more integrated resorts built and planning
to be built in the coming years. A market oriented assessment is needed to gauge whether these ventures will be
successful. It is worthwhile to have a deeper understanding of the convention attendees’ perception towards
integrated resort. This study has been conducted in order to understand the perspectives of convention attendees to
Macau. Questions such as whether the concept of integrated resort can attract more convention attendees, and
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whether shopping and entertainment facilities within the integrated resort appeal to convention attendees were the
focus of this investigation. .
Objectives
MICE industry has been profitable but very competitive (Kim, Sun et al. 2008). Two thirds of the
international meetings markets were dominated by countries in North America and Western Europe. Asia, consists
of almost 60% of the world’s population, has only less than 20% of the global international meetings market.
(International-Congress-and-Convention-Association 2009). In fact, many countries or destinations in Asia have
developed or aspire to develop the MICE industry. As indicated in Kim, Sun & Ap (2008), there is strong
competition among major exhibition host cities in Asia such as Hong Kong, Beijing, Shanghai, Singapore, Seoul
and Tokyo.
The increasing competition among convention destinations and venues calls for a better understanding of
its consumer. The recognition of the importance of a thorough understanding of consumers was reflected in a
relatively large number of research articles (58 out of 115) focusing on marketing (Yoo and Weber 2005). A content
analysis on published articles in 14 academic journals by Yoo & Weber (2005) and on convention articles published
in major hospitality and tourism journals from 1990 to 2003 by Lee & Back (2005) revealed that, most of the studies
in the MICE industry have focused exclusively on meeting planners (Lee and Back 2005; Yoo and Weber 2005).
The existing literature, however, has given inadequate attention to the convention attendees. It is
unquestionable that the success of the MICE industry ultimately has to hinge upon the satisfaction of the “ultimate
consumer”-the attendees. The current research scope should be extended to the convention attendees as the ultimate
customers of the convention product. The objectives of this study were to examine the perceptions of conference
attendees in Macau towards the integrated resort concept. Moreover, given the fact that relatively very few studies
have been conducted about the MICE attendees and among the few studies that have, the majority of the literatures
were based on the empirical evidences in Western countries. There is an urgent need of more literature and
assessment based on empirical data from the Asian region given the tremendous competition within the region and
differences in cultural dynamics between the east and the west. Macau is used as a case study since the concept of
integrated resort in Macau is at its developing stage. Given the fact that majority of the travelers to Macau were from
China and Hong Kong, this study further segment the sample into Chinese, Asian (excluding Chinese) and Non
Asian visitors which are the top visitors markets to Macau.
Methodology
This study was initiated in November 2010. The research team first conducted 20 in-depth interviews with
convention attendees at Macau. A review of the previous literature found that no measurement scale was developed
to examine the perceptions of the integrated resort. The research team therefore decided to conduct individual in
depth interviews with convention attendees. All interviews were recorded and transcribed. Interviewees were
attendees of several different conventions in Macau during November and December of 2010. All interviewers were
trained and conducted the interviews in different convention venues in Macau such as Macau Tower, Venetian
Resorts and etc. Interviewees were randomly selected from the venues. Interviewees were asked to answer several
open ended questions including “If the convention destination has gaming/casino facilities, will it entice you to
attend a convention at this destination? Why yes or Why not?; If the convention destination has integrated casino
resort (casino, shopping, entertainment - shows, hotel, convention), will it entice you to attend a convention at this
destination? Why yes or Why not?; and If the convention destination has multi-shopping facilities, will this entice
you to attend the convention? Why yes or Why not?”. Based on the interviews and relevant literature, the research
team developed a list of 19 statements measuring the perceptions towards integrated casino resort. A questionnaire
was then designed for further quantitative evaluations.
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Utilizing the structured survey, a pilot test of 30 interviews were collected in order to test the validity of the
questions. Then a total of 385 personal interviews were then conducted at different convention venues in Macau
during several conventions in November and December of 2010. Since this study focus on convention attendees, all
interviewees were asked if their primary purpose of the current trip was to attend a convention. If their answers were
“no”, interviews were terminated. In addition, only convention attendees of age 18 or older were qualified for the
interviews. The question “What is your nationality” was used to divide the attendees into different segments
including “Chinese”, “Asian” and “Non Asian”. One way ANOVA was used to compare the segments. Multinominal logistic regression was also used to compare the perceptions among the three groups.
Results
In terms of socio-demographic background, the results indicated that the majority of attendees reported a
monthly income more than MOP15,000 (Table 1). About 34.8% of the attendees were between 31 to 40 years of
age. Another 31.7% fell between 21 to 30, with 20.5% between 41 to 50. About 48% of the respondents were
Chinese while 37.7% were from the Asia Pacific region(excluding China) and 14.4% of them were outside Asia
Pacific region.
Table 1
Social-Demographics
SocialDemographics
Income

Age

Gender

Nationality
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Categories
<=5,000
5,001 – 10,000
10,001 – 15,000
15,001 – 20,000
20,001 – 25,000
25,001 – 30,000
30,001 – 35,000
40,001 – 45,000
45,001 or above
Unwilling to answer
18 - 20
21 – 30
31 - 40
41 – 50
51 – 60
61 and over
Unwilling to answer
Male
Female
Missing
Chinese include HK
Asia Pacific
Outside Asia Pacific

Percentage
18.7
13.0
14.8
7.5
7.5
6.2
7.5
5.2
9.9
9.6
1.8
31.7
34.8
20.5
5.5
1.3
4.4
44.70
39.20
15.60
48.0
37.7
14.4
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ANOVA (Table 2) tests indicated that there were significant differences among the attendees from different
regions regarding the shopping facilities in a convention destination. For example, significant differences were
identified for statements such as "more shopping malls means more flow of people", "shopping is for women", "no
interest in shopping", and "shopping can provide leisure opportunities for people who accompany the attendees". In
addition, overall, attendees seem to disagree to the statements related to “no interest in shopping” and they tend to
agree that more shopping malls mean more flow of people for conventions.
Table 2
ANOVA for the perceptions related to shopping facilities
Chinese
Attendees

More shopping malls means
more flow of people
Shopping is for women
No interest in shopping
Hometown already has lots
of shopping malls
Shopping can provide
leisure opportunities for
people who accompany
attendees
Shopping is not a
consideration if people come
for convention
** p <.01, *p<.05

Asia Pacific
Attendees

Outside
Asia Pacific
Attendees

All
Attendees

F value

p value

5.46

5.46

4.71

5.36

6.320

.002**

4.85
3.20
4.26

4.04
3.33
4.70

3.78
3.92
4.43

4.40
3.35
4.45

11.779
3.084
2.539

.000**
.047*
.080

4.82

4.93

4.27

4.79

3.885

.021*

4.33

4.26

4.06

4.27

.486

.616

Table 3 indicated that there were significant differences among attendees from different segments related to
statements such as “I will attend the convention if the destination has integrated casino resorts”; “I am interested in
the live shows”; “I am interested in relaxation lounges” and “the integrated casino resort can help me get relaxed”.
Overall, the majority of attendees indicated that they tend to be neutral towards the statements such as “Integrated
casino resort can entertain people after meeting”; “Integrated casino resort is an important supporting facilities”;
“Integrated casino resort can help relax people after a day of attending convention/exhibition”; “Integrated casino
resort can help attract more people to attend the convention/exhibition” and “Integrated casino resorts can improve
the atmosphere of convention/exhibition”.
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Table 3
ANOVA analysis on Integrated Resort Attributes
Chinese
Attendees

I will attend the convention if
the destination has integrated
casino resorts
I am interested in the live
shows
I am interested in good bars
I am interested in relax
lounges
Integrated casino resort can
entertain people after meeting
Integrated casino resort is an
important supporting facilities
Integrated casino resort can
help relax people after a day
of attending
convention/exhibition
Integrated casino resort can
help attract more people to
attend the
convention/exhibition
Integrated casino resort can
improve the atmosphere of
convention/exhibition
Integrated casino resort has
no relationship with attending
convention
No interest in gaming
The integrated casino resort
can help me get relaxed
How many conventions
outside your home town you
have attended in the past 12
months?
** p <.01, *p<.05

Asia Pacific
Attendees

Outside
Asia Pacific
Attendees

All
Attendees

F value

p value

4.25

3.64

3.75

3.95

4.883

.008**

4.80

4.21

4.13

4.48

5.944

.003**

4.19
4.47

3.85
3.89

4.46
4.19

4.10
4.21

2.442
4.445

.088
.012*

4.54

4.13

4.15

4.33

2.696

.069

4.24

3.89

3.77

4.04

2.634

.073

4.47

4.10

4.40

4.32

2.104

.123

4.29

4.18

4.15

4.23

.226

.798

4.35

4.22

3.85

4.23

1.780

.170

4.69

4.44

4.52

4.57

.751

.473

4.72
4.48

4.64
3.80

4.58
3.35

4.67
4.07

.154
12.513

.858
.000**

3.55

2.77

3.92

3.31

3.792

.023*

The significant perception statements from ANOVA tests were then included as independent variables for
further analysis using multi-nominal logistic regression. Results of the Multi-nominal logistic regression indicate
that Chinese seem to be more likely to agree that shopping is more for women when compare to the non Asian
attendees (Table 4). They also tend to be less likely to agree that they do not have interest in shopping when
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compare to the Non Asian attendees. In addition, Chinese tend to be more likely to agree that integrated casino
resort can help them to relax when compare to the non Asian attendees.
On the other hand, when compare the Asian (excluding Chinese) attendees with the non Asian, the Asian
attendees tend to be less likely to agree with the statement “No interest in shopping”. In addition, they also tend to
be more likely to agree that shopping can provide leisure opportunities for people who accompany the attendee for
the convention. They also seem to be less likely to attend conventions outside their home town in the coming 12
months when compared to the non Asian attendees.
When compare the Chinese attendees with the Asian attendees, Chinese tend to be more likely to agree that
shopping is more for women, and they seem to be more likely to attend convention outside their home town in the
coming 12 months when compare to the Asia Pacific attendees.
Table 4
Results of the Multi-nominal Logistic Regression
II-Reference group (Asia
Pacific)
Non Asia
Chinese
Pacific

I- Reference group (non Asia Pacific)
Predictors
More shopping malls
means more flow of people
Shopping is for women
No interest in shopping
Shopping can provide
leisure opportunities for
people who accompany me
I will attend the convention
if the destination has
integrated casino resorts
I am interested in the live
shows
I am interested in relax
lounges
The integrated casino
resort can help me get
relaxed
How many
convention/exhibitions
outside your home town
you have attended in the
past 12 months?
Monthly income
Age
Chi-square
* p<0.05
**p<0.01

Chinese

Asia Pacific

1.129
1.384
.742
1.156

1.258
**
**

1.094
.815
1.286

.897

*
*

1.265
.911
.899

.795
**

.914
1.227
.777

.998

.952

1.049

1.051

1.138

1.064

1.069

.940

.878

.838

1.048

1.193

1.212

1.138

.825

1.379

**

*
*

.977

.888

*

1.099

*

1.126

*

1.012
1.023
80.535**

1.025
1.013

*

.987
1.010

**

.975
.987

*
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Discussion and Conclusion
This research has noted that the majority of the convention attendees tend to be neutral towards the
integrated resorts concept. They on the other hand tend to be quite positive towards shopping facilities. There is
consensus on the sentiment that shopping malls means more flow of people. These results seem to provide initial
indication that the integrated resort owners need to put emphasis on shopping facilities within an integrated resort in
order to attract more convention participants to attend conferences. Shopping seems to be the most attractive
element to the majority of the convention attendees.
When dividing the participants into segments based on the nationality, Chinese attendees seem to have
more positive perceptions towards integrated resort concept as compared to the non Asian attendees. This could
indicate that integrated resorts such as those in Macau may be able to target the Chinese convention attendees more
effectively since they are more likely to believe that integrated resort can help them to relax when compared to the
non Asians. Integrated resort may be a new and appealing concept for Chinese attendees. Integrated resort owners
should design more aggressive marketing campaigns targeting convention planners from China. Shopping facilities
should be highlighted in the marketing campaigns of integrated resorts in order to attract more conventions to be
held in the integrated resort.
For the Asian attendees other than the Chinese, they seem to exhibit more interest in shopping when
compared to non Asians. However, when comparing statements related to the integrated resort facilities, no
significant differences are found between Asians and Non Asians. It seems that both Asian (excluding China) and
non Asian attendees feel neutral towards the integrated resort concept. However, they seem to be more likely to
agree that shopping can provide leisure opportunities for people who accompany the attendees. Therefore, they also
tend to have more favorable perceptions towards shopping. The Asian attendees seem to be more likely to have
higher income when compared to the non Asian market. This may imply that these Asian attendees tend to be a
good potential market if the integrated resort has good shopping facilities. For the non Asians, they seem to be less
attracted by shopping opportunities for themselves and they do not believe that shopping can provide leisure
opportunities for people who accompany convention attendees. This seems to imply that non Asian attendees less
emphasis in shopping. Further studies should examine facilities, activities and programs that are more relevant to
this segment of the convention attendees.
To conclude, there were relatively very few studies that have been conducted about the MICE attendees
and among the few studies, the majority of the literatures were based on the empirical evidences in the Western
countries. There is an urgent need of more literature and assessment based on empirical data from the Asia region
given the tremendous competition from the region. This study therefore contributes to the MICE literature by
examining the convention attendees’ perceptions of integrated resort and their related supporting facilities such as
shopping, bars, lounges and live shows. In addition, this study can provide resort owners an exploratory foundation
for a better understanding of convention attendees. More comprehensive understanding of the convention attendees
in different segments should be conducted in order to verify the results.
Like any other studies, this study also has limitation. The sample size of this study is relatively small.
Future studies can expand the sample size. In addition, besides examining attendees’ perceptions of integrated
resort, variables such as motivations of the attendees’ towards attending a convention in an integrated resort
destination is also a worthwhile variable for researchers to examine. As the integrated resort concept become more
and more popular in the coming years, there will be needs to further examine the behavior of the convention
attendees when attending conventions at an integrated resort.
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